1. Introduction {#sec0001}
===============

One of the main concerns among politicians and scientists in contemporary society is the changes human civilisation is making to the Earth System, which is perceived as a complicated and delicate entity in unstable equilibrium. While many people are aware of and anxious about global warming ([@bib0016]), not so many possess the knowledge that human activity is much more powerful now and its effects can be significantly more dangerous than we can imagine. Since the beginning of the 21st century, scientists from different disciplines have started to propose specialized names for the last centuries of human civilisation, underlining our negative impacts, which has in turn led to a deep and wide-ranging discussion, e.g. [@bib0080] and [@bib0090] invented a term Capitalocene, while [@bib0052] introduced such interesting terms as Plantatiocene or even Chthulhucene. However, the term that is definitely most widely known is Anthropocene, introduced by [@bib0033]. This concept maintains that humans have gradually become a geological agent, profoundly shaping the Earth in stronger ways than natural forces, and these ways have important implications not only for the Earth\'s trajectory but for both the Earth System and societal decisions. According to this approach, the crucial challenge that humanity faces is to create a "Stabilized Earth" pathway that steers the Earth System away from its current climatic disaster trajectory. This solution is not likely to occur in the Earth System\'s stability landscape without human stewardship to create and maintain it. Consequently, this requires purposeful and sustained action to become an integral, adaptive part of this dynamic system, providing at the same time such feedback which allows it to be kept on a safe and stabilized Earth trajectory ([@bib0121]). Subsequently, a theory of planet boundary has been elaborated ([@bib0106]). Based on this assumption, [@bib0105] propose a planet boundary approach to dealing with Earth sustainability problems, which, in their opinion, could not be solved using the traditional sustainable development, understood in accordance with the first definition as such development that meets the needs of the present without compromising the ability of future generations to meet their own needs ([@bib0095]). Applying basic principles for sustainability with the inclusion of a planning mechanism, they create a Framework for Strategic Sustainable Development, which they claim to be the result of 25 years of research among scientists and practitioners ([@bib0019]). The application of such framework addresses fundamental challenges within the planet boundary approach and encourages the transition to a sustainable society, seen as a complex effort and requiring large coordinated collaboration across disciplines and sectors. [@bib0045] notes that the great contemporary task is to help each other to comprehend the relationships between the human being and the whole Earth System, to learn how to perceptively negotiate the compound system in which these associations are integral, from economic to ecological systems, in both our private choices and public policies. Although this concern has been with human society for a long time, it has increased in importance with the observed changes, expressed in such initiatives as Club of Rome founded in 1968 and its famous Limits to Growth published in 1972, as well as the [@bib0127], which was delivered at the United Nations. Papanek\'s manifesto: "people buy things they don\'t need, with money they don\'t have, in order to impress others who don\'t care" has been valid for nearly five decades now ([@bib0097], p. 14). Today, more than ever, we are facing an urgent need for interventions in post-modern lifestyles and consumer behaviour patterns within the modern society, appealing for a co-responsible, balanced and smart way of life.

The main role in the market is played by the consumer, relatively autonomous in their own market-related decisions and choices ([@bib0085]), which presents a constant challenge to many enterprises ([@bib0126]). Satisfaction of certain consumer needs is no longer a goal in itself, as it used to be in the past. In recent years, enterprises have started to "proactively offer social benefits or public service, and voluntarily minimize practices that harm society, regardless of any legal requirements" ([@bib0133], p. 767). Such actions are regarded as Corporate Social Responsibility (CSR). Any CSR initiatives should be implemented with the approval and commitment of consumers ([@bib0007]), using a three-dimensional approach: social, environmental and economic, understood, in accordance with the first definition, as development that meets the needs of the present without compromising the ability of future generations to meet their own needs ([@bib0095]). At the same time, the approval of consumers translates into e.g. their loyalty towards the company/companies, and enhanced purchase intentions ([@bib0082]; [@bib0051]). In a broader sense, these are behaviours known in the subject literature as Consumer Social Responsibility (CnSR). CnSR is "the application of instrumental, relational, and moral logic by individual, group, corporate and institutional agents seeking to influence a broad range of consumer-oriented responsibilities" ([@bib0023], p. 578). This sophisticated approach indicates that consumer responsibility may be considered from the perspective of responsibilities towards society ([@bib0096]) and toward consumers themselves ([@bib0021]) to the extent that enterprises regard them as responsible players. Research has shown that when assessing the dimensions of social responsibility (i.e. societal, supplier, environmental, shareholder, community, employee, customer), consumers assigned differing levels of importance to them ([@bib0007]; [@bib0126]). A situation like this, which stems from the volatility of consumer attitudes and behaviour, is not easy for businesses ([@bib0063]). Thus, an individual, with their behaviours towards themselves, including health, wellbeing, sense of happiness, comfort and safety, is as important as the entire society ([@bib0081]; [@bib0042]; [@bib0038]). This issue is complex, too, as the very theories of well-being can be based on hedonic and eudaimonic ethical approaches ([@bib0073]; [@bib0071]). The former pertains to subjective experiencing of happiness, whereas the latter is objective and relates to the quality of life which aims to avoid pain and suffering. Thus, the behaviour of consumers and their responsibility for themselves and others -- manifested as lifestyle components -- need to be considered in a similar way, taking sustainable development into account. This seemingly peculiar approach shows that we need to look at consumers in a broader context, and their lifestyles may be our lenses. To create a clear and efficient framework, we propose that a responsible consumer is the one who has specific consumer competences defined as "the theoretical knowledge and practical skill, distinguishing a given person with easiness of an efficient, effective, responding to qualitative expectations, fulfilment of needs of lower and higher rank while maintaining responsibility for the choices being made" ([@bib0067], p. 107). Such definition can be traced back to many earlier ones, which have evolved over the years ([@bib0005]; [@bib0006]). There are also numerous similar terms and definitions, e.g. green consumer, proposed by [@bib0040], or environmental conscious consumer ([@bib0046]). There is a difference between a "simply" green consumer and sustainable consumer, who should be much more aware of his role in the market ([@bib0003]).

According to [@bib0010], consumer lifestyle has an effect not only on information about the environment or attitudes towards the environment but also on responsible consumption. Consumers can play an important role by adopting such lifestyles, when aiming for adequacy, voluntary simplicity, sustainable consumption or other ways could become a part of the "green economy" ([@bib0014]). However, consumer behaviours in most social environments, e.g. Polish consumers (from an EU country, highly developed due to the Human Development Index), still do not reflect the concept of sustainable consumption ([@bib0035]). This may stem not only from egoistic decisions ([@bib0060]), or economic barriers, but also from the lack of knowledge. Monitoring the lifestyles of communities, taking into account relevant factors of sustainable development ([@bib0117]; [@bib0036], [@bib0004]; [@bib0048]), may help make international comparisons, and better understand lifestyle trends. Therefore, there is a need for a critical review of lifestyles and consumer behaviour patterns in the context of sustainable development, as well as in the relationship between human beings and other elements of the Earth System. Consequently, the aim of the paper is to review the lifestyles of responsible consumers against the background of the sustainable development paradigm. To achieve this aim, it was necessary to answer the following research questions:RQ1: In light of sustainable consumption, what lifestyles of modern society can be considered responsible and what are their characteristics?RQ2: To what extent is sustainable development rooted in the lifestyle of responsible consumers?

1.1. Lifestyle and sustainable development: the concept of sustainable lifestyle {#sec0002}
--------------------------------------------------------------------------------

Lifestyle, most commonly understood as "the distinctive pattern of personal and social behaviour characteristic of an individual or a group" ([@bib0129], p. 247), has become the subject of never-ending discussions among scientists from different disciplines, representatives of the business environment, politicians and in the media. Naturally, these debates often centre on different dimensions and contexts, as the behaviours discussed involve changeable elements, i.e. a whole range of relations between an individual and the community, consumer behaviours, work and leisure, including work life balance, and values and civic-religious activity ([@bib0114]; [@bib0002], p. 7-8). From the perspective of consumers lifestyle should be considered in the context of their private and professional life, interests, values and beliefs ([@bib0134]). According to [@bib0062], the extensive definition of lifestyle should be analysed on four different levels: (1) global, (2) structural or national, (3) positional or sub-cultural or (4) individual. Only then will it be possible to capture a given lifestyle from the perspective of e.g. consumer behaviour. In the example above, it is sufficient to investigate only two levels: positional or sub-cultural, and individual. In the first case, lifestyle is a routine, regulated manifestation of sub-cultures affected by family (social class), friends (status groups, sex, generation) and different types of movements and networks. The other case, on the other hand, pertains both to the manifestation or expression of identity, where consumption is a way to maintain a given lifestyle; importantly, consumption in itself is not a lifestyle, and to a set of habits that serve the same primary goal; it is regulated by (social) feedback and access to artefacts ([@bib0062]). However, simple analyses pertaining to socio-demographic characteristics of consumers are not enough to determine various lifestyle dimensions and thus additionally require enquiry into values, motives, personality traits, behaviours, habits and identification of socio-cultural relations ([@bib0047]). Also, it needs to be underlined that any classification of lifestyle definitions cannot be perfect in the first place, due to enormous differences that exist at the social level ([@bib0062]), which is clearly visible between e.g. Africans and Europeans.

The concept of lifestyle and its components are used in an increasing number of research projects on the 17 individual or interrelated sustainable development goals set by the United Nations, especially goal 3: "Ensure healthy lives and promote well-being for all at all ages" and goal 12: "Ensure sustainable consumption and production patterns" ([@bib0050]). In the context of increasing social, economic and environmental imbalance, researches underline the importance of sustainable living, which denotes a lifestyle that strictly complies with all principles of sustainable development. Individually or in co-existence with others, a man consciously aims towards decreasing his/her ecological footprint (including carbon footprint) by choosing suitable means of transportation, economic energy use ([@bib0061]; [@bib0022], [@bib0109]) and/or balanced diet combined with physical activity ([@bib0083]; [@bib0002]).

Sustainable lifestyle is in line with this concept ([@bib0029]). It is also called a "responsible lifestyle" ([@bib0049]; [@bib0002]), whose unambiguous definition is not easy to provide ([@bib0044]; [@bib0013]), and the very attempt to do so may limit the research design and the process of inference. Thus, it requires a more optimum approach ([@bib0054]). Sustainable lifestyle pertains to continued, altruistic and frugal behaviours of an individual ([@bib0032]), who maintains harmony with the society, economy and environment, which is reflected by a number of environmental ([@bib0102]; [@bib0024]) and health-related practices ([@bib0084]; [@bib0123]; [@bib0079]), in order to be "living well within earth\'s limits" ([@bib0093]; [@bib0132]). Researchers believe that such practices encompass a wide range of activities, including energy and water conservation, waste recycling, "green" consumption and travel and tourism behaviours ([@bib0012]; [@bib0013]; [@bib0099]). Devuyst and Van Volsem (2000, p. 395) define a sustainable lifestyle as "the sum of all habits that together can be identified as a distinct 'way of living' of a human being, which guarantees a basic quality of life that can be maintained indefinitely by a certain population and therefore remains within the carrying capacity of the ecoregion considered". They also remark that it could be problematic for some people to reduce the impacts of human life on the environment and still maintain this basic quality of life.

There is no universal sustainable lifestyle. This is due to different perspectives of people -- their personality traits ([@bib0012]) and sense of happiness ([@bib0042]; [@bib0094]) -- who identify themselves as living or trying to live in a more sustainable and/or eco-friendly way ([@bib0044]). Most often, these behaviours (including sustainable consumption: clothing and food, and various related trends and currents: anti-consumption, voluntary simplifiers, collaborative consumption, boycott behaviour) are reflected in the way of running one\'s household, the use of transportation or managing leisure (e.g. [@bib0116]; [@bib0015]; [@bib0013]; [@bib0130]; [@bib0056]; [@bib0113]; [@bib0112]; [@bib0087]; [@bib0074]), with a focus on active leisure whose aim is to "develop feelings of connection to the natural world" ([@bib0020], p. 193) and consciously improve one\'s well-being. Other examples of sustainable lifestyle behaviours in a community include: cooperative purchasing groups, local trading exchanges, shared playing spaces, car-pooling, community agriculture exchanges, elderly community care, urban vegetable gardens, community nurseries, communal washing centres ([@bib0004], p. 27).

When analysing sustainable behaviours, [@bib0094] distinguished three consumer archetypes with distinct sustainable consumption strategies: holistic sustainable consumers, transitional sustainable consumers, and restricted sustainable consumers. Similar segmentation was carried out by [@bib0130], who narrowed it down to sustainable food consumption. These authors distinguished three segments: greens, potential greens, and non‐greens. In both cases, variables at all three levels effectively differentiated consumer segments in terms of sustainable development. These results corroborate the in-depth research by [@bib0012]. Out of four segments: committed environmentalists, mainstream environmentalists, occasional environmentalists, and non-environmentalists, two (committed environmentalists and non-environmentalists) clearly reflected consumers' involvement or its lack in sustainable development. Committed and mainstream environmentalists were highly committed to a range of environmental activities, although the former were keen composters, with the latter rarely doing so ([@bib0012], p. 917). These two segments represented a considerable part of the population, demonstrating readiness to engage in pro-environmental activities and adjust their lifestyles accordingly so that they were more sustainable. According to [@bib0089], an informed, socially responsible buyer, so called green consumer, is aware of the public importance of their shopping choices, and tries to use these to create changes in the surrounding social environment. Their behaviour is in line with the principles of sustainable and responsible consumption. However, there are still many consumers who, irrespective of their interest in environmental protection and declared high level of environmental awareness, do not choose to buy organic products. This gap between the declared "green" worldview and consumer behaviours is called "green purchasing inconsistency" or "green attitude-behaviour gap" ([@bib0064]).

### 1.1.1. Factors influencing sustainable lifestyles {#sec0003}

Consumers should not be regarded as the only stakeholders who take full responsibility for sustainable or unsustainable consumption. [@bib0003] has called this attitude "scapegoatism". Apart from customers' attitudes (A), this author identified such key factors as facilitators (F) and infrastructure (I), both on the government and policymakers' side and proposed AFI model. A similar approach is presented by [@bib0009], p. 11), who underlines that "to become the norm within society, sustainable lifestyles must be enabled and encouraged by the socio-technical systems and institutions that surround us". The aforementioned AFI model not only shows elements of mainstreaming sustainable consumption, but also helps in elaborating a practical frameworks. The main factors of this model were divided into drivers and motivators. From the consumers' perspective, the most important are those connected with their attitudes, including personal need and desires, social status and psychological/personal traits (driving factors), as well as media values, knowledge, awareness, social norms and peers (motivating factors) ([@bib0003]; [@bib0004]). The right attitude refers to a set of positive values that lead to a predisposition to act sustainably. Today it is almost impossible for consumers not to gain any awareness connected with their lifestyle and consumption ([@bib0078]), because sustainability is also perceived as a value nowadays ([@bib0041]).

In fact, sustainable living is quite difficult due to a number of various factors, not all of them having been identified. It may be a lot easier for those people who e.g. reside in a sustainable ecovillage, which makes it easier for them to lead a sustainable lifestyle due to their experiences and motivation ([@bib0086]). Compared to any other lifestyle, a sustainable lifestyle certainly requires a far greater commitment from consumers, especially from senior citizens ([@bib0084]), people with disabilities ([@bib0108]), gender and sexual minorities ([@bib0053]) and people living alone/singles ([@bib0077]). Due to the demographic trend involving an increase in one-person households, singles are responsible for the loss of economies of scale -- they use proportionally more products and generate 0.5 t/y more waste than two- or multi-person households, i.e. they buy 38% more food, use 42% more packaging, buy 61% more petrol, and at the same time use more electricity and water ([@bib0137]; [@bib0128]). As for young consumers, it was observed that these are people who try to change their approach and engage in sustainable behaviours that constitute a new challenge for them ([@bib0037], [@bib0068]) -- they often share their surpluses, recycle, and participate in pro-environmental events ([@bib0001]). This type of consumer constitutes the current and future investment for responsible entrepreneurs committed to environmental protection.

Sustainable lifestyle determinants and reformative sustainability marketing ([@bib0065]) should be included in strategies, preferably scenarios ([@bib0132]), promoting a sustainable lifestyle and behavioural changes among all inhabitants of a given country/region/city ([@bib0125]; [@bib0122]; [@bib0070]). A case in point are the four scenarios: "Singular Super Champions", "Governing the Commons", "Local Loops" and "Empathetic Communities" developed as part of the European Social Platform project (see [@bib0120], p. 56-57).

It seems that the bottom up approach in particular -- in the form of relatively small but meaningful interventions in the lifestyle of local inhabitants -- can significantly contribute to the development of solutions in this field ([@bib0012]; [@bib0101]). However, [@bib0057] clearly underscored that politically dominant approaches mean little to members of the public. This author\'s research showed that social justice, not sustainable lifestyle, was most important for the participants of the British sustainable lifestyle programme "Action at Home". Appeals for rationalisation not only had limited cultural significance but also isolated individuals from the project of sustainable consumption. [@bib0018] presented a slightly different point of view with respect to entities in the economic environment, i.e. owners/managers of tourism enterprises. The researchers demonstrated that the values which were important to the representatives of those entities directly affected the management process or sustainable-oriented innovation implementation in their companies. Most importantly, however, entrepreneurs who treated corporate social responsibility and sustainable development as a motivation for a sustainable lifestyle in everyday business activities and relations with stakeholders proved to be more engaged in sustainable-oriented innovation. Thus, it is impossible to disagree with [@bib0044] who claim that a sustainable lifestyle needs to be analysed in the context of more extensive social and cultural processes. "Structural changes" are necessary to enable "lifestyle choices" that are conducive to sustainable development, but it is also important to go beyond "sustainable development" (however defined) and refer to other programmes and identities in order to motivate the manifestation of pro-ecological behaviour.

Leading a sustainable lifestyle may also present some potentially negative consequences. [@bib0087] observed that a sustainable lifestyle may lead to social isolation of its "followers", who are perceived as "tree-hugging looneys". [@bib0112] demonstrated that a simplified lifestyle and boycotting for the sake of sustainable development are not necessarily associated with consumers' psycho-social welfare. This may stem from socio-cultural and psychological factors, material culture and the level of consumers' actual income, state policy, including consumer policy, and substantive, technical and organisational actions of different entities in the economic environment. Sometimes, the consumer is driven by yet another factor -- illusory gain, like soothing one\'s conscience or satisfying one\'s egoistic need to come across as an aware and eco-friendly person. This mechanism is called competitive altruism, which makes the consumer willing to pay more for or buy a particular product (in this case a "green" one) to earn the respect or admiration of their neighbours ([@bib0088]). Such an individual does not have to be genuinely interested in sustainable consumption or change in their lifestyle, but only follows the trend. [@bib0014] emphasise that such an approach and the lack of authentic willingness to change one\'s lifestyle result in considerable differences between green self-image (perceived lifestyle) and actual green behaviour (actual lifestyle). [@bib0046] proved that the group of environmentally conscious consumers, namely people who always try to improve themselves and take actions that pose a new challenge for them, and who at the same time are truly involved in actions leading towards a better environment, can also be characterised by their feeling of self-fulfilment.

This shows that there is a difficulty in providing an exact definition of sustainable lifestyle and raises a question of whether such a lifestyle can exist (on its own) in the first place. As observed by [@bib0025], p. 118), "lifestyles evolve along with changes in the supply of goods and ideas, but at the same time they are anchored in pre-reflective patterns of perceiving and interpreting the world, acquired in the process of socialisation". The subject literature emphasises that a sustainable lifestyle may (significantly) affect the behaviour of an individual towards the environment and other communities, which is indeed possible, but the process is difficult and time consuming ([@bib0049]; [@bib0078]). Meanwhile, consumers definitely more often focus on the idea of social justice rather than directly support the implementation of a sustainable lifestyle. They display responsible behaviours -- understood "as sustainability-oriented consumer behaviour that consists of societal responsible consumer behaviour, including environmental, social, and economic aspects, and personal responsible consumer behaviour, including physical, socio-psychological, and financial aspects" (Buerke et al., p. 965) -- in their daily activities (however, more rarely outside the place of their permanent residency). They voluntarily choose simplicity of life and low-level consumption, the so called sustainable/responsible consumption, and thus consciously (or subconsciously) support sustainable development ([@bib0112]; [@bib0074]).

On the one hand, all this poses a challenge for responsible management and marketing, involving specific actions that raise awareness and promote a sustainable lifestyle. One of such actions is the necessity to engage the sectors of formal and informal education in the design and implementation of educational projects centred on sustainable development. It is important that such education be provided from early childhood. It should be offered by educational institutions, social and consumer organisations and, most of all, by responsible enterprises ([@bib0091]; [@bib0049]). On the other hand, specialist knowledge may complicate the process of adopting responsible behaviours by consumers, and negatively affect a sustainable lifestyle, especially when the principles of sustainable development are being aggressively introduced. Qualitative research by [@bib0076], p. 759) confirmed that "more knowledge represents a source of dilemma, tension and paralysis". Moreover, it turned out that more knowledge led to "self-inflicted sustainable consumption paradox" in the participants' pursuit of a lifestyle based on sustainable consumption.

It is definitely much easier and more justified to look for interferential principles which are in line with the sustainable development paradigm and which can be implemented within very different lifestyles -- these focused on seeking one\'s life path, or on goal- or change-oriented actions ([@bib0102]) -- and ways of perceiving life patterns and aspirations. The implementation of principles requiring serious commitment from consumers represents both: life chances to improve their quality of life, and concern for the environment and welfare of future generations.

We can propose a theoretical framework for a sustainable lifestyle ([Fig. 1](#fig0001){ref-type="fig"} ). In a simplified way, although focusing on the determinants of a sustainable lifestyle ([@bib0003]; [@bib0004]), we assume that the responsible consumer will be one who displays patterns and behaviours embedded in the paradigm of sustainable development in everyday life. This requires empirical verification, as the interactions between determinants and lifestyle may interact with different strength in specific communities. The increase in uncertainty may in principle limit or increase consumer awareness of the need to adopt a lifestyle that is more in line with the fundamental pillars of sustainable development.Fig. 1A theoretical framework for a sustainable lifestyle.Fig 1

1.2. Sustainable development in the context of lifestyle components {#sec0004}
-------------------------------------------------------------------

In light of the sustainable development goals (SDGs): 3 and 12 -- which underscore the development of two spheres of human life, i.e. the health sphere and the consumption sphere -- there is a need to refer to relevant indices presenting the degree of SDG implementation.

One of the most important documents in this context is a report by [@bib0107] presenting the SDG Index and dashboards for all UN member states, and a framework for implementing the SDG Transformations. The SGD Index top 10 countries include Western European states (Austria, France, Germany, the Netherlands), Northern European states, i.e. Estonia and Nordic countries (Denmark, Finland, Norway and Sweden) and one country from Central Europe (the Czech Republic). As for SDG3, it was attained first and foremost by Sweden, Norway and Ireland ([@bib0107]), but other European Union member states also achieved a significant progress in its implementation ([@bib0043], p. 11-12). This goal comprised 17 different parameters, including "subjective well-being". As for the latter, Finland and Denmark were among the countries that scored the highest in the years 2016--2018. With regard to SDG12, it was achieved by African countries (e.g. Cabo Verde, Zimbabwe, Tanzania, Cote d\'Ivoire) and Asian countries (e.g. Nepal, Myanmar, Laos, Bangladesh, Tajikistan). In Europe, only some of the Central European countries (Albania, Bosnia and Herzegovina, Belarus, Georgia, Moldova, North Macedonia, Serbia) achieved the "challenges remain" status, whereas "major challenges" are still to be tackled by e.g. Denmark, Estonia, Finland, France, Ireland, Norway and Sweden, which are the countries whose overall SDG Index score was high. Despite an increase in social interest in sustainable development and mostly positive consumer attitudes towards this concept, consumers' behaviour patterns do not fully correspond with their approach ([@bib0131]). The challenge is to contrast the negative influence of the general consumption patterns with alternative solutions associated with particular lifestyles, so that societies in these countries could experience/implement sustainable consumption.

However, it needs to be emphasised that these indices do not constitute a key element of the argumentation presented, and do not provide any conclusive evidence. They simply form a reference point to the existing reality. Even though the issues addressed in the indices are rather different (but at the same time linked with one another), they are all significant for sustainable development. The differences they present with regard to sustainable lifestyle components may reveal strengths and limitations of analyses focused on lifestyles. It is thus justified to focus on lifestyles preferred by the Scandinavian society, with reference to the behaviour patterns displayed by the inhabitants of developed countries in Europe.

2. Methods {#sec0005}
==========

We conducted a traditional narrative review, involving an arbitrary mapping of the existing intellectual output. For this purpose, we used methods of searching for secondary sources comprising the knowledge on lifestyles and consumer behaviours in the context of sustainable development. A traditional literature review has its limitations ([@bib0092]). In contrast to the popular systemic literature review, we wanted to depart from analysing only those papers that are published in journals indexed in the Web od Science, and incorporate in our analysis the features of a traditional review which is "useful in many ways" ([@bib0017], p. 417). This type of review substantially contributes to the discussion about multidirectional and interdisciplinary subjects, one of them being sustainable development ([@bib0104]; [@bib0135]). Lessening the analytical rigour in this case allowed us to capture a broader perspective of the subject analysed, as we performed a review of the literature on the point, with a differing scope, including regional/local, and in languages other than English. We also studied important reports published by public institutions and organisations. Such an approach is desirable in studies on sustainable development ([@bib0083]). The literature analysed was identified by searching electronic databases (Google Scholar, also Web of Science) and library resources. A search of articles in electronic databases was carried out using keyword combinations (i.e. 'lifestyle' or 'lifestyles', 'sustainable lifestyle', 'responsible lifestyle', 'sustainable living', 'consumer', 'responsible behaviour' or 'responsible behavior', 'sustainable behaviour' or 'sustainable behavior', 'sustainable consumption'). In the Web of Science database, topic and title field were used. No additional filters were imposed (publication years, categories, document types). The search was conducted in March/April 2020.

The criterion for selecting a given publication for the review was closely related to the problem studied, which we duly verified. The only studies we did not analyse were non-published papers and "grey" literature.

3. Results and Discussion {#sec0006}
=========================

The consumer behaviour patterns and sustainable lifestyles listed and described in [Table 1](#tbl0001){ref-type="table"} clearly indicate that despite their different names, they represent cohesive concepts. They emphasise that consumer behaviours are oriented towards post-materialistic values (RQ1). Some lifestyles (i.e. wellness, *hygge*) strongly underline concern for the environment, one\'s health and that of other people, and active leisure. Low-carbon lifestyles, smart living, are also recognized ([@bib0059]; [@bib0119]; [@bib0109]). Despite the fact that there is little empirical evidence for positive effects of implementation of any given lifestyle, one can notice that a key role is played by (more and more often meatless) goods and organic food products. [@bib0011] proved that, i.e. consumers with a high organic consumption intensity showed a more sustainable lifestyle. Responsible consumers, including the "hyperlocal society", purchase fair trade goods and products from local producers, thus helping not only the environment but also other communities. They use social media to share information about inferior-quality, fake products, non-compliant with standards, and dangerous to the user. These behaviours are supported by the activities of enterprises which effectively promote and co-create social value. Positive attitudes towards this type of actions are observed mainly among women ([@bib0047]). However, it needs to be noted that fair trade products are considerably more expensive and less available. The opponents of fair trade underline that it leads to e.g. an artificial increase in the supply of these products, and sometimes an uneven playing field in the market.Table 1Characteristics of selected consumer behaviour patterns and sustainable lifestyles.Table 1Consumer behaviour patterns/LifestylesConceptAuthor(s)Fair TradeFair Trade is an organised social movement, a trading partnership based on dialogue, transparency and respect, whose strategy is to cooperate with marginalised producers and workers for the benefit of responsible consumers.\
The purchase of Fair Trade products in accordance with strictly defined standards goes beyond egoistic usability, and thus can make the world more just, providing the society with a dignified standard of living.\
Ethically responsible consumers understand the principle of sustainable development and use it in their everyday life; they follow a number of practices using their creativity to avoid unnecessary consumption of products and resources, such as implementing their own grey water systems or finding new uses for old products. They participate in buycotting and boycotting.[@bib0066], [@bib0098], [@bib0030], [@bib0034]Values and Lifestyles Segmentation (VALS/VALS2)Research methodology used for analysing consumer motivations, based on values and lifestyles; VALS2 distinguishes 8 co-dependent lifestyle types in adults oriented towards principles, status, and actions. Apart from *Innovators, Believers, Achievers, Strivers, Experiencers, Survivors*, there are also *Thinkers* - who are open to new ideas and social change, and *Makers* - who appreciate practical and functional products. Generally, social activists devote a lot of effort into seeking environmentally-friendly products, at the same time representing pro-environmental market approach.\
It is found that values, aesthetic styles and life visions, either alone or in combination, can lead to very balanced and meaningful lifestyle typologies.\
By creating economic value, modern companies and organisations (irrespective of their type) are also creating shared value (CSV), involving individual and collective consumers in the process.\
It is to be expected that this new business model will make CSV one of the most powerful forces driving the global economic growth.[@bib0075], [@bib0134], [@bib0103]Lifestyle of health and sustainability (LOHAS)Consumers are seen as environmentally aware, socially attuned and with a view of the world that takes into account personal, community and planetary outcomes. Their attitudes, values and experiences from personal life translate into their professional life.\
LOHAS consumers, especially women, look for the same values as producers; they prefer natural high-quality products from local producers.\
When buying different (often luxury) products and services, LOHAS consumers focus first and foremost on their price, and only then on environmental protection, brand and market novelty; they are oriented towards rejuvenation, well-being and connectivity.\
The LOHAS segment is not homogenous; apart from the consumption of food services in restaurants, there are few empirical studies measuring or confirming its relationship to actual behaviours.[@bib0110], [@bib0069], [@bib0111], [@bib0027], [@bib0026], [@bib0100]WellnessWellness lifestyle denotes the achievement and maintenance of well-being associated with high quality of life in all its areas, i.e. physical, spiritual, emotional, intellectual, professional, social and environmental, as well as the ability to lead a productive social and economic life.\
Wellness is the result of a conscious choice; it is an idea for active, health-oriented individuals at all ages, eating organic food and segregating waste.[@bib0084], [@bib0124]*Hygge*The verb *hyggja* means *to think* or *to be happy with something* in Old Norse. Later on, *hygge* was also used to denote care, protection, safety, calmness and *household welfare*. Nowadays, the borrowing of this word means *to console, to give joy* (*hyggelight*).\
Danes say that *hygge* denotes bliss, relaxation, cherishing every moment, everything that makes people feel good, e.g. *hyggemor, hyggedag, filmhygge*.\
This is the Danish equivalent of the Japanese *ikigai*, i.e. a lifestyle which reflects the pursuit of happiness. However, it is important to derive joy and peace from a given moment (similarly to the Japanese *shiawase*).\
It is possible that outside Denmark *hygge* is only a fashion amidst the general obsession with everything that is Scandinavian, even though the idea of this lifestyle is: *Hygge* ≠ *consumption*.[@bib0071], [@bib0072], [@bib0058]*Lagom*Swedish lifestyle encouraging sustainable life by e.g. promoting recycling.\
Moderate life in all its aspects should be pleasant and stress-free; therefore, some components of this lifestyle are based on the art of having a break/breaks (*fika*) during the day.[@bib0055], [@bib0058]Slow livingApplication of slow functioning principles to various areas of life, e.g. food, city, travel, job, design, education; focus on sustainability, and avoiding the constraints of modern civilisation and negative consequences of globalisation.\
It is associated with the *zero/less waste* initiative, which involves minimisation of waste generation, limitation of consumerism, and increased reuse of items (e.g. by fixing them). Life in accordance with the 5Rs: refuse, reduce, reuse, recycle, rot.[@bib0066], [@bib0102]Smart livingConsumers' mobile and innovative lifestyles; consumers use technological products that form an integral part of their everyday and 'simplified' lives; they are better informed through the ability to access a significant amount of information on the market, products, offers and businesses, and can access internet-based technologies anywhere and from any device -- hence e.g. an increase in the interest in eServices and applications like eHealth, eLeisure, eTourism.\
The concept of sharing economy is in line with the idea of a smart city and more precisely -- of city living. Sharing surpluses shows concern for the environment. Examples: local and sharing service economy has a maximum reduction potential of 18% of the European carbon footprint (CF); sharing and extending lifetimes of clothes and devices could diminish CF by approximately 3%; reducing motorized transport by remote work and active travel could mitigate between 9 and 26% of CF; vegan diets could spare 4% of the land and reduce up to 14% of CF; switching to biomaterials and bioenergy tends to reduce carbon and toxic emissions at the risk of increasing water and land use; passive housing and decentralized renewable energy reduce carbon emissions up to 5 and 14%, respectively.[@bib0036], [@bib0115], [@bib0035], [@bib0028], [@bib0132], [@bib0077]Low-carbon lifestylesIt is hard to provide an unambiguous definition of this type of lifestyle, which stems from the competences, behaviours, and commitment of the consumer. As a rule, it pertains to all activities people undertake in the course of their lives. The idea of this lifestyle relates to smart living, but it is clearly oriented toward reconciling human activity, the natural world, and climate. Reduction of greenhouse gas emissions is a global problem, so promoting this lifestyle should be a priority for politicians and decision-makers in numerous countries. The lifestyle of people living in the Nordic countries, including Scandinavia, is close to this concept.[@bib0117], [@bib0118], [@bib0059], [@bib0119], [@bib0109], [@bib0002]

Post-modern lifestyle and its components, e.g. individual "mobiquity" and self-image congruence, decrease consumers' resilience to smart services and eServices ([@bib0028]). Therefore, it is to be expected that new technologies will be consciously used by consumers to pursue stress- and haste-free life, i.e. sustainable life. It seems that the essence of this kind life does not focus solely on an individual and satisfaction of their needs and wishes, but rather on co-existence, sensitivity and reaction to other people\'s needs, concern for the environment and consistency in implementing actions based on sustainable development.

Given the exceptional sense of happiness among the majority of Scandinavians ([@bib0055]), it is worth taking a closer look at their lifestyles called *hygge* and *lagom*. Naturally, these are not lifestyles that can easily be implemented in other societies due to e.g. cultural reasons, changes in the hierarchy of needs, or consumption patterns. However, even if being *hygge*/*lagom* is a short-term fad, as observed in the European countries, it is worth promoting this concept.

Due to social inequalities it is impossible to expect that any lifestyle would be fully incorporated by other, so much different social environments. We firmly believes that the components of the lifestyles presented could be an inspiration for the citizens of developed and developing countries and become the focus for the social policy in these countries. All lifestyles concern the inhabitants of Europe, some of them are universal in nature, and may already be led by citizens of other continents, e.g. wellness, slow or smart living and low-carbon lifestyles.

The analysis of individual lifestyles yields a conclusion that each of them, to a smaller or greater extent, relates to sustainable development (RQ2). However, we might propose a thesis that none of these lifestyles will become universal. Their popularisation requires specific criteria to be met, including macro- and microeconomic, educational activities, and promotion of sustainable consumption. Actions promoting changes in the existing consumer behaviours toward informed and responsible behaviours are a long-term process, which should involve central- and local-government institutions, politicians shaping the socio-economic life ([@bib0117]; [@bib0118]; [@bib0119]; [@bib0002]), incentives for people to buy organic products (e.g. e-car subsidies), schools at different levels of the education system, entrepreneurs responsible for offers, corporate culture, and marketing activities (via e.g. marketing campaigns, the latter can promote a lifestyle compliant with the principles of sustainable development or encourage greater consumption, multiplication of possessions, and frequent replacement of one\'s goods with newer ones), and consumer organisations ([@bib0002]). Finally, the likelihood and pace of the ongoing changes will be determined by consumers themselves, their competences, willingness to change their existing lifestyles, and awareness of the consequences of consumptionism, food waste, and greenhouse gas emissions.

There are limitations to the results obtained in this review. First, we have conducted a traditional, narrative literature review. Therefore, the subjective interpretation of the arbitrarily selected content could have affected the results. Second, different researchers have analysed lifestyles or their selected elements in the context of sustainable consumption or, less frequently, in the broader context of sustainable development. In such cases, the papers focused on selected social groups, e.g. young consumers. This renders a reliable comparison of sustainable lifestyles impossible, especially among communities from different countries. Therefore, the selected examples of sustainable lifestyles are only an illustration of the gaps and challenges mentioned. The main strength of this paper is that it provides a theoretical framework for sustainable lifestyles and critically evaluates these lifestyles.

4. Conclusions {#sec0007}
==============

Sustainable lifestyle has been the subject of numerous studies in different scientific fields, which makes our results incomprehensive. Based on a multifaceted approach to lifestyle itself, but also to the goals of a sustainable lifestyle, it is difficult to clearly determine the framework of a sustainable lifestyle. Thus, for the sake of simplification, there are several lifestyles discussed in this paper, which to a smaller or greater extent correspond to the sustainable development trend. The idea of these lifestyles centres upon rational consumption of goods and products, protection of natural resources, the use of renewable sources of energy and low-emission transportation. What certainly stands out is building positive interpersonal relations, including individual and social human needs. Thus, a consumer and their behaviours play a significant role against the background of the identified factors which define a sustainable lifestyle. Consequently, this provides a good basis for understanding who a responsible consumer is. This review showed that consumers may be responsible to a higher or lower degree. It seems that this aspect depends heavily on individual, political and marketing factors. Their impact and the idea of sustainable development can reinforce sustainable lifestyles, which is most clearly visible among Scandinavians.

Sustainable lifestyle is complex and requires multi-dimensional, interdisciplinary and international research that would fill the gaps in the existing body of knowledge and address various questions/issues. This review highlights the need for further studies. First, one would adopt a holistic approach and define sustainable lifestyle and its components, including typology criteria with respect to people leading a sustainable lifestyle. This would allow the definition of profiles of people leading a lifestyle compliant with the concept of sustainable development. Nevertheless, it would be important to identify experiences, hierarchies, values, latent and dual attitudes and behaviours, and barriers in sustainable lifestyle implementation among consumers from developed and developing countries. In our opinion, there is a need to review, intervene and implement lifestyle-based marketing activities of enterprises, with a special focus on CSR, not only in European but also other countries. Finally, what should be specified are effective instruments of state policy for sustainable life of the society and social support in cases of inequality and uncertainty. The COVID-19 pandemic has already affected lifestyles ([@bib0039]; [@bib0136]), and it is highly likely that they will become more sustainable in the future ([@bib0031]).

Such extensive studies would have to use validated research tools (e.g. [@bib0021]) and qualitative methods (e.g. [@bib0009]) to eliminate any significant discrepancies in the results and obtain reliable data on interrelated spheres of life of the consumer in the context of sustainable development. Undoubtedly, it is necessary to change the way individuals and societies think into "backcasting" and design efficient sustainable lifestyles and/or reorganise the existing ones, which have partly been or are being redefined in terms of sustainable development. The goal is to responsibly use innovative solutions (which is not sufficient in itself) in everyday life of people and their surroundings, with particular respect toward the natural environment. Thus, quoting [@bib0008], "We all have our role to play. It is through the accumulation of modest acts carried out at our scale and reproduced here and there that we will succeed in radically changing things".
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